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ABSTRAK 
 
Setiap perusahaan pada dasarnya selalu berupaya memaksimalkan 
peluang bisnis guna mendapatkan laba sebesar-besarnya untuk keberhasilan 
perusahaan. Keberhasilan tersebut ditentukan oleh efektifitas dari fungsi 
menajemen dalam menghadapi persaingan bisnis yang semakin ketat. Dalam 
menghadapi persaingan ini diperlukan keunggulan bersaing, yang melibatkan 
faktor ekstern dan intern. PO.SERUNI merupakan perusahaan yang bergerak 
dalam bidang industri jasa transportasi bus dengan rute Surabaya-Trenggalek. 
Sejak beberapa tahun terakhir, terjadi peningkatan jumlah pesaing pada rute yang 
sama, dan bertambahnya jumlah kendaraan pribadi baik motor maupun mobil. Hal 
ini berdampak pada penurunan jumlah penumpang bus.  Penelitian ini bertujuan 
untuk mengetahui dan menganalisis strategi pemasaran yang sesuai dengan 
keinginan customer sehingga PO. SERUNI dapat bertahan di pasar. 
Penelitian ini menggunakan desain penelitian deskriptif, dengan teknik 
pengumpulan data studi kepustakaan dan lapangan melalui Focus Group 
Discussion (FGD). Data diperoleh dari internal perusahaan, konsumen, dan 
pesaing. Sedangkan metode analisis yang digunakan adalah  enviromental 
scanning, five forces model Porter, value chain, dan analisis strategi perusahaan 
berdasarkan marketing mix. 
Berdasarkan hasil analisis, rancangan strategi pemasaran bagi PO. 
SERUNI adalah melakukan inovasi layanan meliputi paket tour liburan sekolah 
(high season tour), paket tour ke tempat-tempat wisata (low season tour), dan 
paket Outbound Tour. Strategi penentuan harga yang akan diimplementasikan 
adalah penetapan harga karcis menggunakan batas bawah (Rp.22.000). Rancangan 
strategi terkait saluran distribusi adalah layanan penjualan karcis hanya di loket 
terminal sebagaimana diterapkan jasa kereta api. Rancangan strategi promosi 
meliputi Point of sale advertising, Direct mail dan brosur, Personal Selling serta 
membangun Website. Rancangan strategi terkait proses adalah menjaga proses 
perekrutan karyawan yang ketat, proses pengawasan diperketat, proses pelayanan 
klaim asuransi kecelakaan, membangun sistem layanan keluhan (customer 
service), serta melakukan proses pengawasan melalui smard card. Rancangan 
strategi personil akan tetap menggunakan sistem kekeluargaan yang telah terbukti 
dapat menjaga loyalitas karyawannya. Sedangkan rancangan strategi PO SERUNI 
terkait fasilitas adalah pengecatan dan reparasi tetap dilakukan secara rutin, 
menambahkan peralatan berupa CCTV (closed circuit television), TV, VCD 
player, AC dan pengharum ruangan. 
 
Kata Kunci:  five forces model Porter, value chain, marketing mix, 7P. 
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ABSTRACT 
 
Basically, every company always seeks to maximize their business 
opportunities in order to obtain the maximum profit for the company's success. 
Success is determined by the effectiveness of management functions in the face of 
an increasingly tight business competition. In facing this tight competition, a 
competitive advantage is needed, which involves external and internal factors. 
PO.SERUNI is a company which is engaged in the transportation services 
industry with a bus route Surabaya-Trenggalek. Since last few years, an increase 
in the number of competitors happened on the same route, and the number of 
private vehicles both motors and cars are increasing too. This had an impact on 
decreasing the number of bus passengers. This study aims to identify and analyze 
the marketing strategy in accordance with customer desires so that PO. SERUNI 
can survive in the market. 
 This research use descriptive research design, with data collection 
techniques and field literature study through Focus Group Discussion (FGD). 
Data obtained from internal sources, customers, and competitors. While the 
analytical methods used are environmental scanning, Porter's five forces model, 
value chain, and analysis of corporate strategy based on the marketing mix.  
 Based on the analysis, design marketing strategies for the PO. 
SERUNI is creating an innovating service tour packages include school holidays 
(high season tour), tour packages to tourists attraction (low season tours), and 
Outbound Tour packages. Pricing strategy that will be implemented is the ticket 
pricing using the lower limit (Rp.22.000). The draft strategy is related to the 
distribution channel ticket sales service at the counter of the terminal only as 
applied to rail service. The draft strategy includes promotion of point of sale 
advertising, direct mail and brochures, Personal Selling and build a website. The 
draft strategy is to maintain a process related to employee recruitment process 
within strict regulatory process be tightened, the process of accident insurance 
claim services, building services system complaints (customer service), and 
making the regulatory process through smart card. The design strategy of 
personnel will continue to use the family system which has been shown to 
maintain the loyalty of their employees. While the draft strategy related PO. 
SERUNI’s facilities are do some painting and repairing their facilities is still 
being done on a regular basis, adding equipment such as CCTV (closed circuit 
television), TV, VCD player, air conditioning and room fragrances.  
 
Keywords: Porter's five forces model, value chain, marketing mix, 7P. 
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